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The Belden Center for Private Enterprise Education 
Harding University School of Business 
Searcy, Arkansas 
GOOD BUSINESS IS GOOD BUSINESS 
New Industrial Facts 
Book Published 
Over a nine-month period in 1987, under the auspices 
of the Searcy Chamber of Commerce, the newly com-
piled 1987 edition of WCATING IN SEARCY, 
ARKANSAS: A Facts Book for Business and In-
dustry - Individuals and Families was researched 
and written by the Harding University Belden Center 
for Private Enterprise Education, D. P. Diffine, 
Director. 
The new 210-page Facts Book is heavily documented; 
annotated footnotes further aid the readers' search for 
the most relevant data available. Sporting a Table of 
Contents which is twice as long as the former editions, 
the new book also includes a 10-page annotated in-
troduction which assists time-conscious readers to track 
through the information they are seeking, as it is listed 
in that Table of Contents. 
The book can be a major factor in the next few years 
in recruiting a proper mix of people and industry to 
aid the Chamber to move Searcy forward as a thriving 
rural center of commerce and agribusiness. Approx-
imately 50 percent of the U.S. population is within a 
550-mile radius of the state's borders. 
Because of the unique relationship between our com-
munity and the University, this project will greatly 
benefit Searcy. The new Facts Book is just one of the 
many good things that have happened along the way 
to bring Searcy and Harding University closer together. 
Also partners in this joint venture, the Wal-Mart Foun-
dation, the Southwestern Bell Foundation and Arkan-
sas Power and Light funded the printing costs of the 
new Facts Book. 
Check it Out - That's 
the Wal-Mart Way 
by 
D. P. Dlfflne, Ph.D., Director 
Belden Center for 
Private Enterprise Education 
Professor of Economics 
Harding University 
Searcy, Arkansas 
Editor's Note: This is Part Ill of a four-part com-
memoratiYe series, saluting Wal-Mart Stores, Inc., and 
especially its people, for their 25th Anniversary. Part I 
introduced the series and described in detail the follow-
ing chapters: (1) "The Total Commitment Role Model -
Mr. Sam" and (2) "Wal-Mart Means Business - Among 
Other Things." 
Part II included the following chapters: (3) "Providing 
a Quarter Century of Value," (4) "How Does Wal-Mart 
Do It?,"and (5) Customer Service - What's Important 
ls YOU!" 
This issue includes the following chapters: (6) 
''Associates - People Trained and Dedicated to Saving 
the Customer Time and Money," and (7) "Community 
Service - The Rent Associates Pay for the Space They 
Occupy.'' 
6. Associates - People Trained 
and Dedicated to Saving the 
Customer Time and Money 
It is certainly by no accident that Wal-Mart's success has 
been the result of a blend of capitalism and patriotism. On 
down the line, the one reason why Wal-Mart associates are 
more vital and seem more alive is their daily engagement with 
problem-solving and challenges. 
This is not to say that they are in a state of bliss. Rather, 
as a group, Wal-Mart associates have a comparatively strong 
sense of purpose, which their work gives them. 
People will support what they help to build. Accordingly, 
Wal-Mart is noted for its bright, clean stores with a broad 
assortment of quality merchandise attractively displayed. The 
level of friendly customer service is beyond that normally 
associated with' a self-service discount department store 
operation . 
Wal-Mart believes in cross-training its people throughout 
all levels of the organization. This assures a growing com-
mitment to the corporation as a whole and promotes a healthy 
cross fertilization of idea sharing. 
This does not mean that there are ne_ver disagreements 
among associates. However, there is an unwritten code that 
associates can disagree without being disagreeable. 
Management By Walking Around (MBWA) is not just 
taught, but is also practiced by Wal-Mart's senior manage-
ment team. Each Monday morning, the senior management 
team, led by 14 regional vice-presidents, is dispatched 
throughout the trade territory, where the week is spent in 
stores and in support facilities . 
The group reassembles at 7 a.m. each Friday morning at 
Wal-Mart headquarters in Bentonville, Arkansas, to exchange 
information and to formulate action plans for the weeks ahead. 
Utilizing this series of defined-purpose meetings and con-
ference calls, the results of the week just passed, and oppor-
tunities for the week to follow are shared throughout the Wal-
Mart organization by noon Saturday. 
Therefore, there is a constant, progressive evolution of ideas 
flowing throughout the Wal-Mart organizational structure, as 
all associates are encouraged to communicate directly and 
frequently with customers and with each other. 
The Walton Institute of Retailing was established in 1985 
as a coordinated effort of the University of Arkansas Contin-
uing Education Center and Wal-Mart. The Institute com-
bines the collective talents of the Wal-Mart management 
group, the University of Arkansas College of Business Ad-
ministration and nationally recognized lecturers. 
Several courses are conducted each year for select groups 
of store managers and regional and district managers, com-
bined with representatives from general office management. 
The management development program will be offered to 
every member of the management team throughout the stores, 
the distribution facilities and the general office. 
Going beyond the usual in-store training programs and 
seminars/meetings with management personnel , the Institute 
provides a more intensive level of training to managers 
throughout the Wal-Mart organization. 
The Walton Institute is an indication that the senior manage-
ment wants to polish the development of its managers whose 
responsibilities will continue to grow at an accelerated pace, 
as expansion points the company toward the direction of 
doubling its sale and market share within the next three years. 
THE ENTREPRENEUR'S CREDO 
I do not choose to be a common man. It is my right 
to be uncommon ... if I can I seek opportunity ... not 
security. I do not wish to be a kept citizen, humbled 
and dulled by having the state look after me. 
I want to take the calculated risk; to dream and to 
build, to fail and to succeed. I refuse to barter incen-
tive for a dole; I prefer the challenges of life to the 
guaranteed existence; the thrill of fulfillment to the stale 
calm of Utopia. 
I will not trade freedom for beneficence nor my digni-
ty for a handout. I will never cower before any master 
nor bend to any threat. 
It is my heritage to stand erect, proud and unafraid; 
to think and act for myself, to enjoy the benefit of my 
creations and to face the world boldly and say: This, 
with God's help, I have done. All this is what it means 
to be an Entrepreneur. 
- Dean Alfange 
Since early 1986, 1,700 Wal-Mart associates have gone 
through the Walton Institute. Typically the participants ar-
rive Saturday evening and work until 10 p.m. each day dur-
ing the week, finishing at noon on Saturday. 
The Walton Institute curriculum includes problem-solving, 
time management , people evaluation and leadership training. 
Aditionally, there is a Retail Management Training Program 
(RMTS) for assistant managers who require training on the 
technical side. 
Wal-Mart's Management Training Program for trainees and 
assistant managers is recognized as one of the best in the in-
dustry. The varied structure training programs lead the in-
dividual from a person new to retailing in the company to 
the threshold of a polished professional. The trainee receives 
direct personal guidance and supervision throughout his 
career period. 
Wal-Mart believes very strongly in interpromotion (pro-
motion from within). This, combined with the inherent op-
portunity of a growth company such as Wal-Mart, means that 
the future is bright for capable and career-oriented associates. 
Wal-Mart has developed a thriving "Project Second-
Chance" to encourage associates to earn their high school 
General Equivalency Diploma (G.E.D.). Wal-Mart pays for 
the G.E.D. program upon successful completion of the G.E.D. 
Here is how one associate who is 25 years old and mar-
ried with three children put it: 
Thanks to Wal-Mart, I had the time and money, and 
now I have my high school diploma! My husband and 
fumily are very proud of me, and I am proud of myself ... 
. .. I would like to say thank you to Wal-Mart and 
my fellow associates and management for the en-
couragement to go back to school. Because of this sup-
port. I passed with high scores! 
Wal-Mart's management style creates an environment in 
which each associate does indeed want to do better for himself 
and for the company. Take the recent case of Ann Morton 
- electronics department manager from store #175. Ann was 
a victim of an accident which left her with a badly damaged 
ankle and foot. 
She was supposed to be at home taking it easy, but Ann 
conned her family into bringing her to the Wal-Mart store. 
She used the store sit-and-shop wheelchair and a telxon unit 
to order the week's merchandise. 
In addition to her dedication, Ann demonstrated to her 
associates her commitment to the "store within a store" con-
cept, treating the electronics department as if it were her own. 
This "intrapreneurship," that is, encouraging people to be 
entrepreneurs within large firms, as popularized recently by 
Gifford Pinchot, is nothing new at Wal-Mart. 
The above-mentioned "store within a store" approach is 
based on the belief that the Wal-Mart associate knows more 
about the merchandise in his department than anyone else. 
Therefore, that associate should make decisions that help him 
most effectively run that "store." 
That approach is a powerful educational tool to grow 
leaders at Wal-Mart by decentralizing, delegating and pushing 
decision-making on down to the grassroots level where it can 
be the most responsive to customer needs. The consumer is 
profited; Wal-Mart and her associates are prospered. It's a 
"win-win" situation. 
Wal-Mart conducts a popular Very Promotional Items (VPI) 
contest among associates. Ideas and suggestions on the display 
of items from store associates are sent in weekly to be judged 
for possible prizes. Ideas which are adopted are then sent 
out to the stores with all deliberate speed. 
Wal-Mart associates average over 3,000 new marketing 
ideas per week. VPI is just one more way that associates show 
their dedication to bring the customer guaranteed satisfac-
tion on quality products at the lowest prices every day. 
Recently, Mr. Walton expressed his belief in the impor-
tance of his associates at a Saturday morning meeting - itself 
a Wal-Mart tradition. 
On that particular occasion, when Mr. Walton received an 
award from the Sales Marketing Management magazine, 
he said, "This is not a recognition for me, but for the com-
pany as a whole. Every associate has had a part in getting 
Wal-Mart where it is today." 
7. Community Service - The 
Rent Associates Pay for 
The Space They Occupy 
Volunteerism is a unique social innovation of the American 
incentive system. In 1835, Alexis de Tocqueville, a French 
politician and philosopher, had the following to say about his 
extended visit to America: 
The health of a democratic society may be measured 
by the quality of services performed by its citizen 
volunteers .... The Americans are a peculiar people. 
... If, in a local community, a citizen becomes aware 
of a human need which is not being met, he, thereupon, 
discusses the situation with his neighbors. 
. .. The committee, thereupon, begins to act on behalf 
of the need . . . without a single reference to a 
bureaucracy or to any official agency. 
Americans give away more things and support more causes 
than any other people on earth, not because we are more 
generous by nature, but because we have so much to give. 
So it is with the Wal-Mart Community Involvement Programs. 
Each Wal-Mart store is a very important part of the local 
community. Wal-Mart stores have developed battalions of 
associates who are citizen volunteers, to give something of 
value back to the communities in which they operate stores. 
Associates go to great lengths to make a statement to their 
customers that the associates are, in fact, helping to improve 
the quality of life. Associates specifically, and Wal-Mart 
generally, have been good community citizens in a way that 
prospers people. 
Wal-Mart associates are very talented citizen-volunteers. 
Some of the greatest innovations in local fund-raising have 
come from the creative efforts and imaginations of Wal-Mart 
associates who have discovered the fun in fund-raising . 
Truly, customer service and community support go hand 
in hand. The following is a composite of real live, honest-to-
goodness examples of community involvement programs con-
ducted by Wal-Mart associates: 
Money raised for childrens' hospitals through a chili 
supper, a pie auction, an afternoon of country music 
... a walkathon for the Special Olympics ... a local 
blood drive, to give the precious gift of life ... an in-
store story hour once a week while parents shop ... 
a senior citizens' breakfast and "We Care" complimen-
tary packages of health and beauty products ... 
. . . bake sales, raffles, yard sales and donations for 
a child's liver transplant ... a hamburger and hot dog 
cookout with bake sale, balloons and prizes for the kids 
to help fund a shelter for runaway children ... a car 
wash to raise money for an ambulance service fund ... 
a fund raiser for the Child Find Organziation for miss-
ing children, resulting in 150 children being finger-
printed during the event for their safety ... 
. . . for the prevention of and search for m1ssmg 
children, money donated from a dunking booth set up 
to keep mana,gement cool during the warm weather .. . 
a hot dog sale, bake sale, and dunking booth to raise 
money for a mental health retardation center .. . 
associate volunteers helping conduct a local Special 
Olympics . .. 
. . . a collection of food, clothing and other necessities 
delivered to flood victims in Arkansas and Oklahoma 
... a "Miss Tootsie" beauty contest to raise funds for 
muscular dystrophy . .. a Coats for Kids project, as 
associates donated money for the purchase of 42 coats 
for some very appreciative families .. . a garage sale and 
a carnival to raise funds for a heart transplant patient ... 
. . . a bass tournament to raise money for muscular 
dystrophy ... a craft demonstration and homemade craft 
sale to raise money for a child abuse care center . .. 
associates winterizing 10 community homes on a Sun-
day afternoon with donated insulation kits . . . an 
associate-supported city clean-up campaign yielding 
253 s .. cks of trash .. . contributions and assistance to 
the farmers in Georgia in their time of need .. . 
... an adopt-a-school program, cementing the good 
bond between the school, the local business and the 
community ... an associate-made afghan raffled off to 
raise money for underfunded school programs . . . a 
donated shopping cart which the school art teacher used 
as a portable classroom for paints and supplies . . . a 
new refrigerator donated to the Association for Retarded 
Citizens ... 
. . . an Easter egg hunt to raise money for the shelter 
for Abused Children . .. donated blankets for flooded-
out Michigan farm families, hot breakfasts for needy 
children ... shoes and other clothing necessities donated 
by associates at Christmas time to less fortunate in-
dividuals , in cooperation with local Social Services 
agencies ... 
. . . donations to help fulfill the dream of terminally-
ill children . . . a community wide effort to aid in the 
expansion of a community hospital through bake sales, 
raffles and donations by associates ... a joint venture 
with a community sheltered workshop whereby 
workshop clients assemble and adjust bicycles for Wal-
Mart at their own pace, having learned inventory con-
trol , proper assembly and safety testing .. . 
. . . a " Hostess with the Mostest" beauty contest and 
potluck dinner to raise money for worthwhile local 
charities .. . a pie-in-the-face contest by associates to 
raise money for Special Olympics ... a community ser-
vice hotline, a superstar teacher day, a youth drama 
club, an adopt-a-pet service for the elderly . .. 
Turned on, involved Wal-Mart associates contribute a great 
deal back to the community. They are also rewarded with lots 
of business and total acceptance by customers. Wal-Mart peo-
ple do make a difference in their communities, especially in 
a crisis or natural disaster. 
In 1986, several northeastern Oklahoma Wal-Mart stores 
were threatened by storms and severe flash flooding. Most 
roads were closed, making transportation of goods and travel 
difficult. 
Approximately 50 Wal-Mart general office management 
associates volunteered to go to the stricken area and assist 
those stores subject to flooding. Management helped with 
sandbagging and provided other types of support as needed. 
Similarly, Wal-Mart donated 1,200 Shop-Vacs to the Red 
Cross in neighboring states during flooding. Essential items 
for flood victims were brought in by the truckloads: brooms, 
mops, cleansers, hoses, shovels, rakes, etc. 
Most of those items were sold by Wal-Mart for half price . 
Associates gave cases of food to Food-Mission which was 
preparing 1,800 meals a day for storm victims. 
It is not unheard of for some retailers in various parts of 
the country to capitalize on such an opportunity and raise 
prices on needed supplies. But not Wal-Mart; merchandise 
was marked down to assist and support the community. 
Truck drivers made extra runs under difficult weather con-
ditions to get goods to the stores. Wal-Mart associates hauled 
9,000 gallons of bottled drinking water to flood victims, and 
associates formed a disaster relief fund. 
Chairman Walton recently received a letter from the Presi-
dent of the American Red Cross, who summed up his 
organization's feelings for Wal-Mart: 
The fust, sensitive response by the Wal-Mart organiza-
tion following the devastating floods was one of the 
finest examples I've seen of how business can serve a 
community in the midst of a crisis. Thanks, on behalf 
of countless thousands who you will probably never 
meet, but whose lives were made better because of you. 
Resources make things possible; people make things hap-
pen. In addition to internal programs, Wal-Mart awarded 1,021 
scholarships last year, totaling over $1,000,000, to communi-
ty high school seniors. 
So, there are countless examples of ways that Wal-Mart 
stores, warehouses, and associates in various locations sup-
port communities and become more than just retailers; they 
are also good neighbors . 
Wal-Mart, all in all, has one of the best community sup-
port programs in the country, and the matching grant pro-
gram is designed to help associates help others by pulling 
together for a better community and a brighter tomorrow. 
Make all you can 
Save all you can 
Give all you can 
Do all the good you can 
In all the ways you can 
With all the souls you can 
In every place you can 
At all the times you can 
With all the zeal you can 
As Jong as you ever can. 
- John Wesley 
The Wal-Mart Foundation, in matching all local contribu-
tions, takes great pride in the time volunteered by associates, 
the efforts that associates expend for charities and the com-
passion of associates for those less fortunate. 
In addition to fund-raising efforts for local communities, 
through the c9mbined efforts of associates throughout Wal-
Mart, the company exceeded its United Way goal of 
$1,250,000 last year. 
The United Way supports a variety of services and pro-
grams which help people in over 2,200 communities solve 
problems and lead full, rich lives. Wal-Mart associates who 
serve as citizen volunteers have stimulated stewardship at-
titudes and habits. 
Further, Wal-Mart associates have learned to mix social 
occasions with fund-raising. They are generous, hard-
working, unselfish and friendly. 
That's the nature of the Wal-Mart associates, citizen-
volunteers. They are always optimistic with anticipation, for 
they have found the happiness that comes through spending 
themselves for a worthy purpose. 
Such is the nature of the American incentive system, Wal-
Mart style. It teaches us that we are important as individuals 
- that we are given certain talents - that we are to develop 
and use those talents to the very maximum. 
In the process, we hold our heads up high and stand erect 
and concern ourselves about our fellow man, as we put foith 
maximum effort into reaching our full potential. 
Part IV, the Summer 1988 issue of the EN-
TREPRENEUR, will conclude with the following 
chapters: (8) " 'Buy American' - Keep Us Strong and 
Working," (9) "Sam's Wholesale Clubs, Hypermart USA 
Centers and Systems - On the Leading Edge," and 
"Summary - Free Enterprise Delivers the Goods at Wal-
Mart." 
